


Far too frequently, competent
salespeople are expected to

channel their own activities into the
areas that will produce the quickest
wins. Unfortunately, left to their own
devices, they don’t develop and
pursue a formal strategy for moving
a sale tangibly forward during each
prospect interaction, neither do they
have a clearly defined set of goals
against which to measure the
progress they are making Typically,
their judgment is based on gut
reaction and is purely subjective i.e.
“Oh yes, I’ll get that order, he likes
me” because salespeople have to
be optimistic by nature. They end up
dancing around with prospects, in
the hope that eventually they will
get to their chosen point on the
dance-floor i.e. the sale. In this
scenario, the prospect has
complete control.

This lack of a plan is often fatal,
because, as recent research from
The Results Corporation PLC shows:
l  60% of clients buy after five

“No’s” and yet ...
l  44% of salespeople give up after

the first “No”
l  22% after the second “No” and

l  14% after a third “No”
When their efforts don’t pay off
immediately, even experienced
salespeople tend to become
discouraged. They spend more and
more time struggling to meet their
sales quotas and working less and
less efficiently.

Feeling increasingly powerless
to influence prospects, they may
also begin to press for a sale in
ineffective ways, for instance, by
arranging full-dress product
presentations to prospects that they
have not even qualified or who
haven’t yet agreed that they need
the solution being presented. They
allow prospects to milk them for
information without getting a
commensurate commitment first
and even worse they fail to defend
margin and make unprofitable sales
in order to achieve quotas.

The details of what goes wrong,
differs for each individual
salesperson, but the net result is
always the same, a discouraged
sales force, diminished sales
efficiency (i.e. wasted investment of
sales time and resources that fail to
produce high quality sales) and,

consequently, increased cost of
sales which inevitably drastically
reduces net profit.

What’s the bottom line? Sales
never result efficiently and with
maximum revenue unless the sales
process is continually and closely
managed. But before the sales
process can be managed, it must be
manageable.

However, a word of caution ...
But, and this is a very big BUT, it

is not uncommon for an
organization's sales process to
restrict and even stifle success by
being far too rigid. In many
scenarios, creativity is discouraged,
and the rules are very black or
white.

In my opinion, a sales process
should act as a "guide" particularly
where activity is concerned, and
always be flexible enough to
accommodate individuals who
sometimes need to work outside of
the "boundaries"

Jonathan Farrington,
CEO Top Sales World
Catch Jonathan's award winning
blog here - The JF Blogit
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Is Your Sales Process Cramping Your Style?
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Ashley Goodall is Deloitte’s
Director of Leader Development

and Performance Management.
When I read Reinventing Performance
Management by Ashley and
consultant Marcus Buckingham in
the April issue of HBR in which they

Annual performance reviews have been dreaded in
organizations for as long as anyone in business can
remember.  And while some organizations have devised
alternatives, most persist with the practice of trying to
compile one year’s performance into one number. 

Make More Teams Like Your
Best Teams

https://hbr.org/2015/04/reinventing-performance-management


The Linda Richardson Interview

unveiled Deloitte’s brave and
innovative new system, I initially
was going to blog about it. But that
didn’t feel right. I reached out to
Ashley to say bravo and learn
more. He graciously agreed to a
conversation. I am glad it worked
out as it did because there was
much more to learn. 

Deloitte must be applauded for
its move to reinvent performance
management by replacing
objectives, once a year reviews,
and 360-degree feedback tools with
“speed, agility, and a one-size–fits-
one system of constant learning.”

I have always held that when
managers are doing their jobs, i.e.
coaching and giving ongoing
feedback, there are no surprises at
performance review time. Therefore,
there is almost no need for the
annual performance review other
than to figure out how to
compensate people.

It is what Deloitte is moving
towards that is so exciting. Their
system embeds on-going feedback
and clear performance
communication throughout the
year, not once or twice a year in an
annual meeting.

True to its accounting roots,
Deloitte made this move
scientifically with research and
calculations. The firm estimated
that it was spending two million
hours a year on traditional
performance reviews. Ashley
discussed senior leaders’ twofold
response to this finding:

l  They agreed that it was a lot of
time
l  They felt it might be the right
amount of time if the time were

being used for the right purpose
and achieved the right results 

The two million hours was a
jumping-off point but the real
impetus for change was how to
spend better time, not to spend less
time. 

Deloitte also sought to
understand the appetite for change
in other organizations. Its 2014
Global Human Capital Trends
survey of more than 3,000 business
leaders revealed that more than
half of the executives questioned
did not think their current
performance management approach
drove employment engagement or
high performance. A follow-up
survey this year found that 89
percent of business leaders say
they have changed, are evaluating
or plan to revamp their performance
management systems in 2015.

Deloitte’s roll out of the new
system is carefully orchestrated
with pilots and led by the data.
Currently, a percentage of its
workforce is involved in the new
system. This staged roll out has
given Deloitte a control group for
gathering invaluable data for
refining the system. 

Deloitte’s new performance

review system has three objectives
(as described in HBR): 

l  To recognize performance
primarily through promotion and
variable compensation
l  To see performance clearly and
streamline the process by asking
team leaders about their future
actions with respect to each team
member. Team leaders answer the
following future-focused statements
to evaluate performance at the end
of every project or once a quarter. A
five-point scale of strongly agree to
strongly disagree or yes or no is
used:

-    If it were my money would I
award this person the highest
possible compensation increase
and bonus (five point scale)

-    I would always want him or
her on my team (five point scale)

-    This person is at risk for low
performance (yes or no) 

-    This person is ready for
promotion today (yes or no)
l  To fuel performance through
weekly check-in conversations
between team leaders and team
members that are focused on their
work

Rather than ask leaders to rate the
behaviors and skills of others,
Deloitte is asking them to rate their
own future actions. This is the firm’s
way of counteracting the
idiosyncratic rater effect, which
research has shown distorts ratings
because the main variable is the
evaluator. The evaluator/rater
impacts the rating as much as the
person whose skills are being
evaluated. Leaders in the new
system make decisions based on
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Leaders in the new
system make decisions

based on what they
know about a team

member’s performance
instead of what they
think of the person.

http://www2.deloitte.com/us/en/pages/human-capital/articles/performance-management-redesign-human-capital-trends-2015.html
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what they know about a team
member’s performance instead of
what they think of the person.

In reading the article, it was clear
to me Deloitte has taken a number
of exciting, innovative, and possibly
seminal steps:

l  The development of four new
questions (listed above) to move
from a focus on the past to a focus
on the future
l  Encouraging weekly one-on-one
meeting in which direct reports
discuss the key 4 or 5 things they
are working on with their team
leaders. We know from countless
sources that the most important
thing managers can do to improve
performance is to provide coaching
to their direct reports on a regular
basis. Deloitte will use weekly one-
on-one meetings as the main tool to
shift its investment of time from
talking to themselves about ratings
to talking to team members about
their performance and careers.
They recognized that once a year
ratings “are too batched for a real-
time world and conversations about
year-end ratings are generally less
valuable than conversations
conducted in the moment about
actual performance.” I am sure
other organizations have strived for
weekly one-on-one meetings but
the other tenets of the Deloitte
system should help insure the
meetings happen. 
l  Putting the responsibility for
scheduling the weekly check ins in
the hands of the direct reports as a
way to make sure they take place. 
l  Using regular snapshots to
reliably see performance. This
allows leaders to take a step back

and consider the overall
performance of an individual and
gives them input into talent-related
decisions

Deloitte is brave in forging this path.
Smaller organizations, many start-
ups, and new age organizations
today tend to be more informal, to
function as teams, give on-going
feedback, and operate in the
present. For a firm the size of
Deloitte to move in the direction of
on-going meetings rather than
bureaucratic evaluations is true
innovation. 

What’s New Since HBR?
To give its people an engaging work
experience, Ashley suggests an
organization must understand what
makes up a great team and what
role the leader plays. Deloitte has
used two studies to look at and
measure the characteristics that
distinguish its best performing
teams and leaders. 

The organization’s research
identified the three characteristics
of high performing teams. The
impressive part of the three
characteristics is that they
consistently came up and in the

same order. This persistent pattern
made it clear that the firm was on to
something in figuring how to
distinguish great teams from
average. 

They identified these
characteristics of great teams:

1st----Fulfillment: team members
get to do their best work everyday
2nd—Excitement: team members
feel connected to the mission and
have a sense of purpose
3rd—Expectations: team members
know what is expected of them 

Team Leaders Are the
Fulcrum
A second study has recently been
launched which aims to understand
at a detailed level what the firm’s
best leaders do every day. They
know the best leaders are talking
weekly to their people about their
present and future work. But the
goal is to understand at a specific
level the habits and rituals of their
best leaders and how they create a
social architecture on their teams.
These best practices would then be
used to help develop other leaders.

Continuous Coaching
I expressed surprise that the word
coaching did not come up more
often in our conversation. While
Ashley does not talk in terms of
“coaching” what I find so exciting is
that Deloitte is making coaching
central to the new approach. The
emphasis is on weekly
conversations between leaders and
team members focused on the
work. Deloitte believes regular
conversations about the work are
the simplest way to drive

For a firm the size of
Deloitte to move in the
direction of on-going
meetings rather than

bureaucratic
evaluations is true

innovation. 



The Linda Richardson Interview

Expectations/Alignment, Excitement,
and Fulfillment.

What’s Next?
Certain aspects of the system are
still being worked out but Deloitte is
scaling its new system in scope and
size. Today, leaders and team
members in the pilot groups are
being compensated based on the
reliable, frequently collected
performance data gathered by
team leaders and others whose
input must be taken into account. 

I questioned how Deloitte was
managing the “coaching” meetings
because I believe that quality,
interactive coaching will be central
to the success of the system.
Ashley is confident the quality of the
conversations is good but that this
is something they will focus on as a
part of the roll-out. One of the best

parts of what Deloitte is doing is
how generously they are sharing
the very rich story they have to tell.

Deloitte must be congratulated
for stepping out of the traditional
evaluation model to create a
system founded on continuous,
future-focused feedback and
reliable performance data.

Advice from Ashley: 
For organizations looking to change
performance management: You
don’t have to change it all in a day.
Do things gradually to understand
the new system. Start with weekly
conversations about the work. Later
think about the right set of

questions to measure performance.
And even later on identify the
technology to support collection of
data and measurement. Find out
what is going on in your best teams
and scale that. Rather than taking
“bad” and inverting it, understand
“great” and magnify it. 

For individuals in any
organization in the world: Become
serious about being the best of you
at work. You must be passionate
and fully invested in understanding
what is special about you to build a
great career and make every week
at work fulfilling.                               n

Ashley Goodall is Deloitte’s Director of Leader
Development and Performance Management.
Find out more by visiting here.

Stay Connected
with Top Sales
World ….
Join our lively LinkedIn group and rub
shoulders with the top sales experts
in the world. 

And follow us on Twitter (we will
follow you back).

http://www2.deloitte.com/us/en.html?icid=site_selector_us
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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It’s a question that’s bewildered
sales leaders through the years:

What distinguishes high performing
salespeople from low performing
ones?

Like most questions where the
answer seems elusive, it breeds
more questions: Are your best reps
benefiting from more business-
friendly territories? Are they simply
getting more leads? Are they selling
better products than your low
performers? Are they being trained
on a better sales process? 

The answers to these questions,

in order, are no, no, no, and no. 
Most of you know full well that

business-to-business companies
strive to standardize these areas
across their enterprise, training
their salespeople the same way,
having them sell the same portfolio
of products, and giving them equal
territories and lead quantities. 

So, with all these variables
controlled, what’s the number one
factor driving the excellence of your
top performers? According to
analyst firm Sirius Decisions, it’s
the ability of your reps to articulate

value in front of prospects and
customers. In fact, 71 percent of
executives identified value
conversations as the biggest
determinant of a company hitting its
revenue targets.

The question is, how do you
make sure your team masters the
ability to articulate value in all their
sales interactions? 

Three Value Conversations
Yet another tricky question. After all,
“value” is about as subjective a
term as you’ll find, so to make sure

Three critical conversations take place in every sales cycle. And, to succeed, your reps
need to master all three of them. 

Three “Moments of Truth”



Tim Riesterer

salespeople know how to
communicate it, you have to arrive
at a more concrete definition of
what “value” means across the
sales cycle. 

In my mind, there are really
three distinct but complementary
“value conversations” that
happen in every sales cycle. I
explore the specific dynamics of
these conversations in my
upcoming book, “The Three Value
Conversations,” slated for
publication this summer from
McGraw-Hill. In the book, one of the
messages I stress is that for your
reps to really make an impact in
front of prospects and customers,
they need to master all three of
these pivotal moments in your
customer conversations. 

Conversation #1: Create Value
(Differentiation)
Objective: Defeat the status quo
and differentiate your solution.

Reps routinely struggle with the
challenge of creating differentiation.
This struggle, however, is often a
function of conducting the wrong
conversation at the wrong time. In
other words, salespeople have a
tendency to leap ahead and tell
prospects why they should go with
your solution before they’ve
sufficiently convinced them why
they should change from their
current situation. This “why change”
story is a crucial (and often missing)
component of many customer
conversations. Without it, you won’t
create the urgency and uncertainty
you need to dislodge your
prospect’s status quo, and as a
result, many of your deals will fizzle

out into no decision. 
By focusing first on the “why

change” story, you’ll be able to
create a buying vision that will set
you apart and put you in pole
position to win the “why you”
conversation to follow.

Conversation #2: Elevate Value
(Justification)
Objective: Win executive buy-in
and demonstrate your business
impact.

Analyst firm IDC found that 80
percent of business-to-business
decisions now require the sign-off
of decision makers with vice
president or higher titles. That
means high levels of business
acumen and advanced industry
knowledge are indispensable traits
for the modern sales rep. In a high-
octane environment like this,
traditional solution presentations
aren’t going to deliver the business
value impact you need to resonate
with executive buyers. 

To secure executive buy-in, your
reps need to deliver a
conversation—not a presentation—
in which you build a business
impact model that demonstrates
your value. That, in turn, will free up
the budget for an opportunity and
justify your prospect’s investment in
your solution. 

Conversation #3: Capture
Value (Maximization)
Objective: Preserve your margins
and maintain (or expand!) deal size.

Believe it or not, it’s not just at
the end of the sales cycle where
your pricing craters. In actuality,
the perceived value of your
solution has been diminishing all
throughout the sales cycle as
customers ask for things and you
give them away. 

To make sure you’re protecting
your margins, your reps need to
recognize that these giveaways
are in fact opportunities for
negotiation, meaning they have a
chance to protect your pricing
instead of letting it dwindle. A
better option is to execute
something I call “pivotal
agreements.” Think of these as
milestones you can use to
exchange value as your deals
advance, as opposed to giving
away demos, meetings and early
price concessions – and shrinking
your perceived value. These
agreements can give you the
leverage you need to protect the
value of your deals throughout
your sales conversations. 

While each “moment of truth”
outlined above has specific
objectives and outcomes, each is
also an interdependent part of a
winning customer conversation.
The closer your salespeople get to
mastering these skills and
techniques, the less sales leaders
will have to worry that your reps
aren’t performing when and where
it counts: With their lips moving in
front of prospects and customers.   n
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Tim Riesterer is chief strategy and marketing
officer at Corporate Visions. Find out more here.
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But then, the situation became
strange. I got a message from a

salesperson beginning with “Hey
there” which is not my name,
obviously. If the salesperson knows
to whom he or she sends a
message, why making it as
impersonal as possible? 

Then, a few nice sentences,

followed by “I would be happy to
assist with licensing options for you.
Could you also answer a few
questions so I may better understand
your company?” A list of bullet
points followed regarding the
number of employees and
technology workers (what’s that?),
country headquarters, number of

room video conferencing systems,
collaboration tools used today and
timeframe for making a purchasing
decision. The message makes
pretty clear that the salesperson
assumed me to be in a buying
process, without even questioning
that.

Misinterpreting an individual

A few weeks ago, I signed up for a video conferencing service. The reason was simple: I
was invited to a video meeting based on this service, so I needed an account. I signed up
for a two-week free trial, the only option I had. I loved the service; the setup was easy,
and the video service during the meeting worked pretty well. So far, so good. 

How To Avoid Seller and Buyer
Misalignment 



Tamara Schenk

interest for an organizational
pain leads to misalignment and
misunderstanding. 

Signing up for a free trial, or
downloading a whitepaper are
signs of an individual interest. Not
more. Not less. At this point,
nobody should even assume an
individual pain, not to mention an
organizational challenge that needs
to be tackled. There is no proof
point. Problem number one is
making false assumptions such as
putting a prospect in a buying
process who didn’t even enter the
awareness phase of the customer’s
journey. Problem number two is not
listening and not observing.
Subscribers of free trials are
normally tracked and monitored. In
my case, it was easy to figure out
that I used this service only once to
be able to attend a specific video
conference. Also here, the false
assumption “a subscriber is always
a prospect pretty close to making a
buying decision” led to this
misleading email message. Problem
number three is not questioning
these assumptions. In this specific
case, the core mistake was not
questioning my motivation to sign
up for a free trial. I just had to attend
a video meeting that was based on
this service. I didn’t have a problem

to solve, and I didn’t have an
organizational challenge to master. 

The buying process is one
phase of the customer’s journey.
Best practice is to identify the
prospect’s position along the
customer’s journey, not the
buying process only.

The customer’s journey begins
with an awareness phase in which
a need, a challenge or a problem
occurs. The situation is analyzed,
diagnosed, and evaluated. The
customers’ involved stakeholders
must first decide that the situation is
both important and urgent and need
to be tackled. Next, they must have
a vision of a better future state that
will allow them to solve a problem,
master a challenge and achieve or
overachieve their goals. Only then
will a decision to change the current
state be made. Avoiding a risk can
also be a reason to change. And
this decision to change the current
state for a better future state is the
“must-have” prerequisite to entering
any buying phase. No decision to
change the current state, no buying
process. It’s as simple as that.

In this case, world-class sales
professionals would have tried to
discover my real motivation, and
my role in my organization to
identify where I was along the
customer’s journey and where my
organization would probably be.
The result would have been that I’m
at the very beginning of the
awareness phase, dealing with an
individual issue that is not at all an
organizational pain at this time. The

best practice would have been to
show me the business value of
these services, to provide me with a
potential future vision of success,
but not proposing a solution with
features and functions I didn’t even
ask for. 

Relationships matter -
especially those that are based
on the business issues that are
relevant and valuable for the
prospect.

The salesperson not only
missed the opportunity to discover
my context and my motivation, but
also to build a relationship, to
create value for me and my
organization. Creating value couldn’t
happen as the salesperson did not
invest time to discover what my
specific situation was and what
would have been valuable and
relevant for me. Opportunities have
to be created, and that’s work, often
hard work. Opportunities don’t fall
from heaven. 

Furthermore, my experience was
that I as a human being didn’t
matter at all. Not my context, not my
motivation, nothing. If they don’t
care about me as a prospect, how
will they treat me as a customer? 

Customer-core engagement
principles look differently. Providing
Perspectives is a dynamic
engagement and messaging
principle that is based on the
customer’s journey and the
involved stakeholders as the main
design point.                                     n
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.

The customer’s
journey begins with
an awareness phase

in which a need, a
challenge or a

problem occurs. 
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Good sales people and well-
intentioned companies getting

frustrated, unable to get a sale or
make progress. I've heard it a 1000
times. "We've done everything we
can, we've given them the best
customer service. We've responded
to everything they've asked. This
customer just doesn't get it." The
customer may not get it; however,
that doesn't matter.

Sales is about selling to
perception. The old tired phrase of
"listen to your customers” has real
meaning here. Sales people need to
listen and listen closely. What is
your customer's perception? How
does your customer see things? Are
they seeing things the same way as
you? If not why? What lens are they

looking through? Customers won't
always respond to logic or to the
facts. Customers are people and,
therefore, are emotional, insecure,
and unpredictable.

Good sales people understand
you sell to perception. What they
also understand is perception can
be influenced. Pay attention to what
is driving your customers. Look
between the lines. Ask extended
questions. Accept the answers as
the truth. Don't filter things through
your perspective, filter them through
your customers. If you pay attention,
customers will tell you what they are

looking for, you may just have to
look a little deeper.

Perception is a funny thing.
Sometimes you and your company
could be doing everything right and
the customer sees you as complete
screw-ups. Other times, you could
be completely screwing up and the
company thinks you walk on water.

Brand marketing can teach
something to sales people -
Perception is everything, reality is
nothing. Sell to perception, the rest
will take care of itself.                       n

The Biggest Mistake In Sales 
. . . is to believe what you think matters. The biggest mistake companies and sales people
make is selling to THEIR reality. Truth, facts, reality, etc. all take a back seat to what your
customer or client believes or thinks. I've seen it more times than I care to count. 

Jim Keenan
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But most firms face changing
competition, threats to their

installed base, and quarterly
investor expectations — all of which
place sometimes conflicting
demands on sales efforts. Sales
forces are expected to both:

Maintain the current
business: Be predictable and
consistent. Because the company
relies on existing sources of
revenue to keep the business
going, sales faces constant pressure
to “make the numbers” and focus
on the short term. “Nothing
happens until you make a sale” and
achieve target numbers, and there
are typically firm-wide consequences
if you don’t.

Adapt to the new: Keep
innovating. Current numbers are
important, but preparing for future
needs creates the necessary
foundation for profitable growth.
Sales must also generate new
sources of revenue and so learn to
sell new products, through
expanded channels and applications,
to new customer segments. This
becomes more critical as market
life cycles shorten and the time in
which companies can maintain
product differentiation shrinks.

Some executives refer to these
dual requirements as the monkey
challenge: in making its way
through the competitive jungle, the
smart monkey never lets go of one

branch (an established means of
generating sales and income) until
its other hand is on the next branch.
The problem is that this view of
change is a prescription for inertia
rather than adaptation and growth.
The pull of current procedures
trumps needed changes, and,
ironically, many sales executives
dig the hole deeper by doing what
they always have done. Gartner
calls this the Seller’s Dilemma, and
research indicates that it now ranks
among the bigger challenges facing
firms and sales leaders for a
number of reasons.

1.  Buying behavior has changed
in many markets. Customers via
social media have access to more
information about suppliers, their
products and prices, and others’
experiences. Customers enter the

If you have a monopoly, then your reward is a quiet life,
one devoid of having to deal with competition. 

Reinvent Your Sales Process
While Still Hitting Your Numbers 

https://www.gartner.com/doc/2840517/future-sales-depends-solving-sellers


Frank Cespedes  & Tiffani Bova

sales cycle in different ways than in
the past, creating less pipeline
predictability and different selling
tasks.
2.  Compressed differentiation
characterizes competition in more
markets. The differences between
products and vendors in many
categories are narrower than ever
before. In a recent poll of IT buyers,
for instance, a majority saw little
difference in their vendors’ offerings.
A more general poll across product
categories is even starker: 80% of
managers said they believed their
companies had strongly
differentiated products, but fewer
than 10% of those firms’ customers
agreed.
3.  C-Suite changes exacerbate
the Seller’s Dilemma. The
executives reporting to the CEO
have doubled in the past three
decades, mostly an increase in
functional specialists like CIOs and
CMOs, not general managers
responsible for cross-functional
integration [PDF]. When C-Suites
are silo’d, so are resource
allocations and front-line capabilities.
While technology has seen huge
advances in the past decades,
sales models have not. In our
experience, most sales models and
performance practices are the ad-
hoc accumulation of years of
reactive decisions, often by
different managers pursuing
different goals.

To resolve the Seller’s Dilemma,
start by recognizing and dealing
with these core elements.

1.  Disconnected Go-to-Market
efforts. There is no such thing as
effective selling if it’s not connected

to your business strategy. The gap
between strategy and sales is
getting bigger as life cycles
accelerate. Many companies lack
processes for linking these
important business activities. On
average, companies only deliver
about 50 to 60% of the financial
performance their strategies and
forecasts promise; other research
indicates that less than 50% of
employees in most firms
understand their firm’s strategy and
— here’s the perverse part — that
percentage decreases the closer
you get to the customer in
responses from sales and service
people. Further, chasing “best
practices,” a common response
when sales stall, can make things
worse. Those practices were
developed at other companies
pursuing different strategies.
Keep your eyes on the prize: the
point is to have sales execute the
tasks inherent in your business
strategy, not those of a generic
selling methodology or those
relevant to a different set of
strategic choices.
2.  Selling is more about the
buyer than the seller. A key to
grasping the next branch is to adapt
sales models to evolving buying
processes, not ignore or resist them
— a big transition for many firms
whose marketing, sales-training
and -enablement tools, and most
selling expenditures focus on

inside-out tactics, not a customer-
centric process geared to today’s
purchase criteria in their markets.
3.  Innovate through
experimentation. It’s not the
market’s responsibility to
accommodate your strategy and
sales model. It’s the seller’s
responsibility to adapt. That’s why
innovation is essential. Companies
now typically expect experimentation
in R&D and product development.
The same should be true in sales.
Some firms are even introducing
sales innovation teams reporting to
the C-Suite. Their charter is to help
deal with the monkey challenge:
find current opportunities that can
be further exploited, identify which
go-to-market investments are not
delivering results, and put in place
new skills and capabilities required
for growth.

Like most important things in
business, much of this is easy to
say and hard to do. Any sales force
consists of different people and
personalities, embedded customer
relationships, and diverse capabilities
across a portfolio of talent. But if
you look closely at videos of
monkeys swinging through a
jungle, you will see that they do in
fact let go of one branch before
grabbing the next. The smart ones
can calibrate the required leap.     n
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Rhett has been working as a
sales agent, presenting software

solutions to corporations to solve
their most complex productivity
problems. Stacy trusted he was the

right person to reach out to
because he understands better
than anyone how the sales world
has transformed throughout the
past decade. 

This is the world we’re selling
into
Clients are overwhelmed. When a
sales agent reaches out to them,
they’ve often just come from more

The phone rang. “Hello, this is Rhett,” Rhett answered. It was Stacy, an old colleague of
his. Ever since budget cuts forced her company to run on a skeleton structure, Stacy’s HR
department has been buried in more work they can handle. Her company needs to
implement a new human capital management program to help smooth things out, and
she knew Rhett could recommend one. 

How To Sell To Flustered,
Overwhelmed Business People 



Mikita Mikado

than a full day’s worth of
presenters, all sharing ‘the most’
important details with them. Top
that with too many meetings,
demanding deadlines, a self-
replenishing email inbox,
competition for resources, and the
number of people who now need to
be involved in making a decision,
and burnout is inevitable. 

Clients feel like they’re never
able to get ahead. The second they
receive something complex from a
sales agent, their day comes to a
screeching halt. Feeling
overwhelmed, they retreat. And the
sale, which was once viable, is now
impossible.

It affects even our best clients
with good intentions. The
information overload changes the
way they think. So, in turn, sales
agents need to change their
behavior to cater to these needs.

Here are some examples of
what sales agents need to do
differently:

Get right to the point
Rhett compiled some information
on a few programs he determined
to be a good fit for Stacy’s human
capital management needs. He

emailed her a short description of
each with demo videos embedded
into a cloud-based proposal. Unlike
previous emails from other sales
agents, which have PDF
attachments collecting dust in her
inbox, Stacy opened this one right
away. She knew Rhett would
respect her time by giving her all
the key points without all the extra
information.

Many times, sales agents want
to focus on providing a buyer with a
lot of “good information” because
they think it will help them make
more informed decisions, but the
natural reaction is overload. An
overloaded mind resists action -- in
this case, signing the deal.

Keep email messages between
60 and 90 words. Keep voicemails
short: 15 to 20 seconds. If top
companies can now tweet their
message in 140 characters, agents
can too.

Don’t request “just a little bit
of their time”
When clients feel pressured, they
withdraw so they can get things
done without interruptions. That’s
why Stacy refused to return Scott’s
calls. Scott had reached out to her
to present a solution a few weeks
ago, but it required two hours of her
time and meeting in person. She
didn’t have two hours. In fact, she
had negative time at this point.

Rhett understood. He sent her
the simple and clean presentation
file she needed electronically. A
table of contents helped guide her,

and it was as if the document was
its own sales agent walking her
through the information.

Simplify the decision-making
process
Decisions are taking longer than
ever. Now more risk-averse than
ever, people want to spread out the
decision-making powers, so there’s
less risk involved. The best way to
simplify the decision-making
process is to walk each client
through, step by step, but this
doesn’t necessarily need to happen
in-person.

The document Rhett sent Stacy
wasn’t just a typical PDF. It was
designed with an intelligent content
builder. It gave her direct quotes,
video, showed her all the areas
where she could fill out information,
and sign on the deal terms
electronically if she was ready to
make a decision. It also provided
places for her boss to sign, so once
she had completed her portion, she
could send it to him to address and
confirm.

In the new world of selling,
agents need to approach buyers in
a new way, if they want to break
through. Instead of asking for
valuable resources like their time or
overloading them with information,
share only the information they
need to help make better decisions.
Show them the way, be a guide --
someone whom they can lean on
and trust.
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agents, which have
PDF attachments

collecting dust in her
inbox, Stacy opened
this one right away. 
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MHI Global Sales Leadership Forum 
Thursday, 18 June 2015 09:00 - 17:30 (GMT)

Management Behaviours that Drive Sales Success

Sales management has long been recognised as one of the toughest, yet most critical roles within B2B sales. With
the greatest influence on improving sales performance and driving growth, an effective sales leader is instrumental
to an organisation’s success.

Join some of the most influential minds in the sales arena, as they come together for this one day event designed to
elevate the status and effectiveness of sales leadership.

Event Features:

l  Keynote counsel from thought leaders within the global sales community  
l  MHI Global led workshops where you`ll hear first-hand unique methodologies that support successful sales

leadership and sales team development. 
l  Industry experts offering cutting-edge advice and demonstrating the latest technologies to enhance sales

enablement  
l  Networking opportunities with participants from diverse industries, sharing peer driven sales best practices

This event is to equip Sales Leaders with the latest insight and strategies to improve sales performance.

Millennium Gloucester Hotel, Kensington
+44 (0)2073736030
4-18 Harrington Gardens
London
Kensington
SW7 4LH
United Kingdom 

https://www.regonline.co.uk/builder/site/Default.aspx?EventID=1705548
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2015 Top Sales Academy
Next Session Released on May 29th

The purpose of this session is to prepare executives
and sales leaders with the understanding and tools of
how to build a high performance sales organization.
The session will cover building sales management
systems, commitment tools and success indictors for
creating predictable revenue. Find out the 8 reason
why sales management fails and why it succeeds!

This is a jam-packed session of field-proven sales
strategies, management tools, and sales management
concepts that have been implemented throughout the
world.

Topics will include:   

l  How to Create Sales Management Forecasting
Tools, Leading Indicators and Pipeline metrics.

l  Learn how to use Salesperson Business Plans for
Building a Proactive Team

l  The 15 Measurements of Sales, Marketing,
Management Effectiveness

l  Understanding the Strategy, Tactics and Role of the
Successful Sales Leader

l  How to Train, Coach and Retain a High
Performance Sales Team

FREE Registration for Academy Here

Sales Leadership: Creating Predictable Revenue
Ken Thoreson

http://topsalesworld.com/topsalesacademy/registration/


2015 Top Sales Academy

June 19th Michael Nick
"Understanding and Building your
Inventory of Value"

July 3rd Linda Richardson
“Changing the Sales Conversation:
Insights > Ideas > Solutions”

June 5th Tamara Schenk
Frontline Sales Manager’s Dilemma –
Coach, Leader and Business Manager” 

June 12th Nancy Bleeke
“Winning Sales: Conversations and
Collaboration” 

May 29th Ken Thoreson
"Sales Leadership: 
Creating Predictable Revenue"

June 26th Deb Calvert
“Stop Selling & Start Leading” 

Phase Three is running from May
to June 2015. Each week a new
session will become available on
site for registered members to
view. Registration is free - Go here!

May/June Timetable

http://topsalesworld.com/topsalesacademy/registration/
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Only seven percent say their
organizations “understand the
exact value at stake from digital.”
Meanwhile, according to a Gallup
survey, 62 percent of U.S. adults
who use social media say these
sites have no influence on their
purchasing decisions and only five
percent say they have a great deal
of influence.

In business, we currently talk too
much about social media and
expect too little. In fact, A Forrester
study found that posts from top
brands on Twitter and Facebook
reach just two percent of their
followers (note: that’s followers, not

new customers) and only 0.07
percent of those followers actually
interact with those posts. And, as
others have noted, people are more
likely to complete a Navy Seal
training program or climb Mount
Everest than click on a banner ad.

Technology changes fast —
remember MySpace and
Friendster? — but consumer
behavior changes more slowly. As a
result, people tend to overhype new
technologies and misallocate
resources, especially marketers.
With new media, therefore, great
expectations are common ...

According to Miller Heiman
Institute’s 2015 Sales Best
Practices Study, world-class sales
teams report longer sales cycles.
About 18% more world-class sales
performers report longer sales
cycles, compared to previous
years. This can be surprising when
we normally see shorter sales
cycles as a sign of good sales
performance.

To speed up, slow down
When you think about it, it makes
sense – sometimes, to speed up,
you need to slow down. Top

performers are probably engaging
with customers earlier, more
proactively. They invest more time
and discipline to qualify prospects
before initiating sales opportunities.
Once they engage, they spend
more time and resources in
understanding customers
throughout their buying journeys.

Hurry up and lose
Trying to rush through the sales
process without fully understanding
your buyer, and without having
influenced their thought process ...

Read More Here u

Read More Here u
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This Week’s Top Sales Article
Avoid these 4 Common Social Media Measurement
Traps by Frank Cespedes

This Week’s Top Sales Blog Post
Are long sales cycles better?
by George Brontén
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If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.

Click on our Sponsors to find out what they can do for you.
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